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Welcome to the 2022 

Tourism Center Research Showcase

This event will be 
recorded and shared.

The slides will be 
shared.

Submit questions in 
the chat box
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Empowers, prepares and supports the tourism industry and 

communities engaging in tourism for success and sustainability

tourism.umn.edu
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Chat box: Briefly introduce yourself

ǒEach presenter: 4 slides in 4 minutes

3 clusters of presenters

2 - 3 presenters in each cluster

6-minute breakout rooms to interact with presenters after each 

cluster

3-question evaluation at the end

¢ƻŘŀȅΩǎ Cƭƻǿ
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Our First Cluster

Brigid Tuck: Trends in the Tourism Economy: 2022

Panpan Zhang: Short-Term Cross-Cultural Training: Is 

The Goal Of Training Appropriate?

Xinyi Qian: Telecommuting during and after COVID-19: 

Comparing employersô and workersô experience
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Trends in the Tourism Economy: 2022

Brigid Tuck

Senior Economic Impact Analyst

Extension Center for Community Vitality

tuckb@umn.edu

mailto:tuckb@umn.edu
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Consumer spending is moderating.

Source: Bureau of Economic Analysis
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And tourism spending is returning to more ñnormalò 

patterns.

Source: Bureau of Economic Analysis
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The new threats?  Inflation.

Source: Bureau of Labor Statistics
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Finding workers.

Source: MN Department of Employment and 

Economic Development (DEED)
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SHORT- TERM CROSS- CULTURAL TRAINING:

IS THE GOAL OF TRAINING APPROPRIATE?

Panpan Zhang
zhan5986@umn.edu

Ph.D. Candidate, Human Resource Development
Department of Organizational Leadership, Policy, and Development

College of Education and Human Development

September 7, 2022 
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Chinese Culture

Å Collectivism

Å Conservative (donôt show-off)

Å Friendly, but keep distance

Å Social/family status is very important

Å Relationship-oriented

Å High-context, Chinese are 

comfortable with ambiguity

Å Many Chinese will sacrifice family 

and leisure priorities to work

Mexican Culture

Å Respect hierarchy, live in order to work

Å Be loyal, everyone takes responsibility for 

fellow members of their group

Å Festivals and fiestas are extremely important

Å Emphasis on present

Å Belief that good/evil spirits can affect well 

being and spirit of the dead person

U.S. Culture

Å Individualism

Å Value privacy when it comes to 

personal information

Å Everyone is entitled to equal rights

Å Tend to be casual rather than formal

Å Being on time is crucial

Å Believe in being direct and donôt 

hesitate to give opinions

Å Believe in working hard and playing 

hard

Japanese Culture

Å Remain polite and distant from from people

Å Take time management seriously

Å Be kind and thoughtful of others

Å Be respectful to elders

Å Use formal languages with elders, leaders, 

and colleagues

Å Tend to be formal rather than casual

Å Put harmony of group above the expression of 

individual opinions

Thai Culture

Å Respect

Å Self-control

Å Non-confrontational attitude

Å Losing face by showing anger 

Å Family is central to Thai life

Å Sense of humor 

Å Male-dominated

Å Respect for elders and for those in 

higher social positions
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How do you feel now?

01
Green marketing is a 

practice whereby 

companies seek to go.

02
Green marketing is a 

practice whereby 

companies seek to go.

03 04
Green marketing is a 

practice whereby 

companies seek to go.

05

overwhelmed? 
frustrated?
anxious?
з з 

Will the training be effective?

Do you think you will adapt whatyouôvelearned in your work?



13

© 2022 Regents of the University of Minnesota. All rights reserved.

What could be appropriate goals of 
short - term cross - cultural training?

01
01 ˺̡̧̞̣̠̟̘̚ ̥̣̟̖̖̤̒̚Я ̦̝̥̦̣̝̔̒ ̟̥̖̝̝̘̖̟̖̔̚̚ ˙˴̂˚

Training cultural differences vs. Training cultural intelligence

02 ˺̡̧̞̣̠̟̘̚ ̥̣̟̖̖̤̒̚Я ̨̣̖̟̖̤̤̒̒ ̠̗ ̦̝̥̦̣̝̔̒ ̗̗̖̣̖̟̖̤̔̕̚

Awareness improvement vs. Behavior Change
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Telecommuting during and after 

COVID-19: Comparing employersô 

and workersô experience

Xinyi Qian, Ph.D. - qianx@umn.edu

Director, UofMN Tourism Center

Neil Linscheid - lins0041@umn.edu

Educator, Extension Center for Community Vitality
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Expectation of employee performance

4.5%

9.1%

17.2%

69.2%

19.6%

10.6%

25.1%

44.6%

0.0% 20.0% 40.0% 60.0%

Higher expectation

Lower expectation

More results-driven

No change

Worker survey (n=1252) Employer survey (n=198)



Perceived 

employee 

productivity

4.3%

5.9%

14.6%

40.5%

9.7%

18.1%

9.7%

1.8%

2.9%

10.6%

28.3%

14.0%

24.8%

17.7%

0.0% 20.0% 40.0%

A lot less

Somewhat less

A little less

About the same

A little more

Somewhat more

A lot more

Worker survey (n=1247)

Employer survey (n=185)



Support of employee schedule flexibility

2.0%

3.0%

8.6%

21.8%

64.5%

1.3%

2.9%

8.3%

30.9%

56.6%

0.0% 20.0% 40.0% 60.0%

Strongly disagree

Somewhat disagree

Netural

Somewhat agree

Strongly agree

Worker survey (n=1252)

Employer survey (n=197)



Telecommuting 

frequency
11.7%

11.2%

24.4%

3.6%

30.5%

18.8%

11.8%

12.4%

5.9%

9.7%

45.6%

38.8%

0.0% 20.0% 40.0% 60.0%

I am not sure

No

Infrequently

Yes, 1-3 days a month

Yes, 1-3 days a week

Yes, as many days as desired (employer
survey)/4-5 days a week (worker survey)

Worker survey (n=1249) Employer survey (n=197)
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Cluster 1 Breakout Rooms

Time to ask your 

questions!

Your choice: any or all 

three!

#1: Brigid Tuck

#2: Panpan Zhang

#3: Xinyi Qian
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Our Second Cluster

Ami Choi: Immigrant Leisure Travel Stress and the 

Effects of Acculturation: The Case of Korean Americans

DeeDee LeMier: Tourism Assessment Program ï

Leveraging Mobile Analytics

Brigid Tuck: Economic Contribution of Attendees of East 

Grand Forks Ice Arena Youth Events
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Immigrant Leisure Travel Stress and the Effects 
of Acculturation: The Case of Korean Americans

Ami Choi , Ph.D.
Tourism Specialist | UMN Tourism Center

Å Asian immigrants = more diverse & growing
π Opportunities & need to understand 

the new potential market

Å Immigrant leisure travelers encounter 
stress

ÅAttention to the influence of acculturation is 
essential but scarce

Study background & purpose

This study examined the 
associationbetween acculturation 
and perceived leisure travel stress 
among immigrants
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Korea-born immigrants
(n = 249)

Had travel experiences in the 
U.S. in the past 12 months

Panel data
Å Aug ςOct
Å Analysis of Variance 

(ANOVA)

2019

Methods

ÅAcculturation (4 strategies, 29 items)

ÅTravel stress (45 stressors)

Online Survey
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Results

Perceived stress levels varied by acculturation strategies
: among select individual stressors 

Å Getting info in KOR language:    

M > I

Å Making travel reservations in 
ENG:  

M > I

S A> I

Å Interaction with service 
employees:

Å Feeling that ppl treated 
differently because of my 
ethnicity:   

M > I

M > I

S A> I

Å # of ppl at destination:  

M > I

Pre-Trip En route Destination
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What are the takeaways from this study?

Å Extends research on leisure travel stress to a new population

Å Compare/contrast experiences of both Korean and non-Korean 
immigrants

Å Plan staffing, messaging, and programming to sufficiently serve 
multicultural audience  

Å Evaluate, refine and incorporate messaging that resonates with 
Korean consumers in the U.S. 

Å Stressors in the time of Covid-19?

Ami Choi
Email | choix667@umn.edu
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Tourism Assessment 
Program Overview

Discover Waseca 
Tourism Insights
Leaders provided historical 

context, strategic planning 

documents, and insight on 

tourism in Waseca.

Community
Survey & SWOT
Community members and 

businesses submitted survey 

responses and participated in a 

local community meeting.

Industry Data

Industry data was gathered from 

economic, tourism, and mobile 

data sources.

Expert Visitors

Expert visitors and mystery 

shoppers visited Waseca to 

explore, provide feedback, and 

share findings.

DeeDee LeMier, Tourism Center & Community Economics Educator
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Myth #1:
Everyone goes to the 
neighboring town for fun.

Mobile Data Results:
Waseca IS the neighboring 
town for many visitors!
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Myth #2:
Waseca is a small 
town without much 
tourism.

Mobile Data 
Results:
Visitors are coming 
from across the 
country to stay in 
Waseca.
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Myth #3:
Our lakes are not great 
attractions.

Mobile Data Results:
Clear Lake draws users 
from neighboring towns 
without lakes.
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Economic Contribution of Attendees of East Grand Forks 

Ice Arena Youth Events

Brigid Tuck

Senior Economic Impact Analyst

Extension Center for Community Vitality

tuckb@umn.edu

mailto:tuckb@umn.edu
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Hockey & figure skating families spend moneyé

Category Per Person/Per Day

Overnight Day Only

Lodging $47.70 $0

Restaurants/Bars $29.30 $17.10

Transportation $18.90 $21.80

Shopping $18.60 $9.10

Youth Sports Related $10.10 $11.80

Groceries $5.90 $2.40

Recreation $2.40 $0.90

Miscellaneous $0.40 $1.40

Total $133.30 $64.50
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Generating $2.1 million in economic activity

East Grand Forks Youth Ice Arena Event Visitors: Total Economic Contribution

Category Output Labor Income Employment

Direct $1,668,090 $445,400 19

Indirect $274,730 $71,940 11

Induced $203,680 $57,070 10

Total $2,146,500 $574,410 40
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Which benefits many businesses in EGF
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Other findings

Opportunities to cross-market recreational opportunities

Sports are driving visits to East Grand Forks

ïPeople come primarily for the ice event

ïPeople are coming again for future events

70% stay in hotels in Grand Forks

ïMore hotel rooms could be valuable

Visitors come from across Minnesota and the Dakotas
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Cluster 2 Breakout Rooms

Time to ask your 

questions!

Your choice: any or all 

three!

#1: Ami Choi 

#2: DeeDee LeMier

#3: Brigid Tuck
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Our Third Cluster

Xinyi Qian: Understanding post-COVID safety concerns 

towards the use of shared mobility in Greater MN

Scott Chazdon: Illuminating darkness: Exploring the role 

of dark tourism in Minnesota
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Understanding post-COVID safety 

concerns towards the use of shared 

mobility in Greater MN

Xinyi Qian, Ph.D. - qianx@umn.edu

Director, UofMN Tourism Center

Neil Linscheid - lins0041@umn.edu

Educator, Extension Center for Community Vitality
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Biggest differentiating factors:

- Not vaccinated

- Having underlying health conditions
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Being 65 or older
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Living in urbanized areas in Greater MN


